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The four articles in this journal issue examine the

are too: high.

In "How Congress and Consumers Will Crack the Credit Card Market,"

Congressman Charles E. Schumer argues. that banks can get away with

their excessive rates because of consumer misinformation and the

unfair competitive edge held by the larger banks that set the tone

for the high rates: H

disclosure of their charges before the consumer obtains a card

(rather than after as is currently allowed). In "Bank Credit Cards:

An Important Financial Option," Jderry D. Craft makes the case that

bank card rates are service rates rather than interest rates and that

credit cards have high administrative costs, are affected by fraud,

and are actually one of the most competitive products in_ the United

States. Elgie Holstein,

in an article entitled "Bank Credit. Cards:

Defying Economic Gravity," contends that although bank credit.cards

are the single most profitable area of banking today, credit card

price controls would hurt consumers. Holstein suggests a "floating"

ceiling on credit card interest rates as a compromise: In_ "Retail

Credit Card Rates: Reality vs. Rhetoric," Tracy Mullin distinguishes

between retail and bank credit card plans; argues that revenues from

retail credit cards are reasonable, and reaffirms Holstein's view

that interest rate caps would not help consumers. (MN)
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Gi‘éiék The Ei‘éiht Card Market

Gongressman Ghaﬂes E. Sc}lumer

Are Credit Card Rates Too High"

Well; Do Banks Like An Easy Profit?

The credit card interest d(‘bd((‘ has raged now for over a year,
bm the nnmbers snii <pml\ for themscivcs. Bct\vccn 1980 : 1d

And credit card interest rates climbed from abott 17% to
over 18%. =

Around the couniry this disparity is increasingly being
recognized ‘or what it is: a rip-off. Nei Jersey's Republican
Governor Ton: Kean; in hlsjanuarv State of the State Message,

2

termed credit card rates “inevcusably high™ and said that if
\'L-ii' ]L-i'ibi' bziiik% ii'kiiilti iiiii liiii 'éi' iliéif i‘zii&. the. s'mtc

— are jiist l)mcl\' hl"'h cn()u"h to cover costs. At 19, 8"«). thc
claim 2008, €itibunk’s credit card division is hmclv miaking

(F()
I’cx haps | thc l)dnl\ln“ l()bb\' sprcad thm now as it battlcs

credit card-legi

. some ba f
1ave \'()luntarxll\' lowered
their eredit card rates i recerit m()nths. sonie to bcl()w 119%.
These banks: it should be noted: are tvplcall\' dm()nq the
mm()n s small banl\s meaning thc

Lngc ntionl bdﬁl\h like (’mbanl\ or Fust \Lm()nal Bank of
regular

Chluu,o. \\’hth charge 19.8% on their Visa or

101)1)\' o-busy that it has no
even noticed its own nmm llf"m(‘ According to an independ-
ent _analvsis, 1986 -was thc credit card  industry’s most
profitable vear ever, Pretax profits were about $5 billion. up by
alm()st 4()“. h()m thc vear bct(nc

“’hv Are Rates So ng‘h"

To pdrdphmsc thc old |()l\c banks are Lhdr"mg msancl\' hx(fh
mtex est rates on thexr credn car ds b(-mus thcv can:

details of crcdlt L"xds —in Idrtfc part due 6> failure of credit
card issuers to inforni the publlc; though. cotisuniers st
sharcpmt ()t thc blam(’ Mdn\' ConsuImers beheve tnis(-iv (hd(

hl ac Imtl()mil banl\s. or Ihd( act L’dl( ear d from Ohio's Ccm
Bank will be accepted less widely than a card trom €hicago's
First National, -
In hlct. acording to a nan()ndl surves, most Crcdlt customs-
ers don't even knovw thc initerest rate on thclr o card.
Credit card issuers sce thcv an x_,c d\\’d\’ with usurious
interes: rates, and no law pmhlblts them from doing so.

- Misinforniation about credit cards can be traccd to tivo
arces: First; the timmeial world's recent dcrcquhm)rv
revolution has g gl\'cn financial msmun()ns a ma)()r advantdgc
over (\’i)l("‘l C()nsumcra. C()nsxdc r: from

ti""” |

hR" l()aws of’ brcad becausc thcv dldn t have t() C()mparxs()n
sh()ppm . which wasn't necessary when interest rates were
detined by governmients is now only sl()\\'l\' criteriiig the
financial consumer vocabulary.

~ Sccond, the large national banks sctting the high-rate tone
of the market have a signiticant competitive advantage over

the handful of smaller bqul\s with lowcr rates.- Oily. large
banks can afford to advertise natio 1d“\' or bombard homes
with direct .nail ads and pre-apj dpphcanon . Consum-.

ers shioppiiig for credit cards hiave lieard of Citibaiik bt iiot of

continued on page 6
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Bank Credit Cards: An Important
Financial Option
Jerry D. Craft, Cimirmzm kbidii Eimmnfc Sbi'Vf("bS

Like ()ther Valued Flnanual Sermccs,

Bank Cards Offer Many Benefits For
A Fan' Pmce

lmnR Lard. partict uldr]v the trcnwndous bcncht _of getting; in
cﬁ{'{t. a frcc 30-(1‘1\' ]()‘m' Onc t]nrd to one- lmlf ()f a]] ban

mtcrcst clmrgc 8.

Bdnk Cards Are A Popular Full Scrmce

It addition to the built-in “float™ feature of bank cards, there
are many other advantages. Bank cards are a safé substitute
for cash dceepted at outlets world-ivides a reusable, lifetiine
line of credit: a means of identification for check cashing; car
rental, hotel or other purposes; an automatic monthly record-
Keeping -svsteitis aind a 24-hour decess inechanisin to auto-
mated teller machines (ATMS): :

I’c()p]c w()uld bc lmrd pre‘;\cd t() hnd d bettcr tu]i qcrf'xcc

of baiik cards. The fact that miore thaii 70 mxlh()n Amcncam

hold 130 niitlion bank cards is evidenze of thieir enornious
value and popularnv

Credit C"’ ds Are One OfThe Mosi

Compei]tiife Producis In The U.S.

compcnnvc products in the country. TOddV there is more
evidenice of competition than ever before, Some of the biggest
banks i ;llc country, including CitiCorp and Chemiical Bank,
have recentlv lowered their bank card rates: Manv other banks

now offer flexible card pricing in the form of tiered or variable

rates.
Dexp'it'c \vldcsv)read c‘r"n})cml( n, dome pcou]c are qn]l

crmcal of'banl\ czird Iirxccs or practices. At the request of the

gqusm is unf'ouudpd
Bank Card Rates Are Service Rates, Not

Interest Rates
First aiid foremmt, baiik card.\, thoqe 1ssucd bv VISA or

MasterCard; are an opnonai, rot mandatory, tmqngg{ tool.

Consumers actually use cash and checks more often than they
use credit cards. Those who opt for card use are general]y

4
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cmained stable
over thc LN twwo de decx h()\ ering in thc I to 189 range,

even though other t\pcs of interest rates hd\ e widely fluetu-

ated. ’Ilus is bauuse a u('(ht uud I(I!t’ is uz()w (zuumtih'

L()sts,ds'ss()uatc(i wnh pr()vl imq ‘i conveme'lt. muitl use
world\\ 1dc p‘n)ncnt service.

) ave (lr()p})(d credit Ldr(i rates \h()uld I]\() dmp
Thisis a p()pul ir but inaceurate idea — hkc compm ‘Ing apples
o s i

to oranges. Bank credit card rates are higher than other tvpes
tif"chiiiii'riié'r ]kiiiii% diié iki i?éh' high ddministrative costs and

Unhl\e a mortgﬁgc w}nch is qccured bv 4 personi’s s home, or an

auto lozn which is secured by a perxon car, credit card loans
dre not Secured by an asset and thus | pose larger risks to banks.

Credit cardrloans are two-to three times more expensive to

administer than réguhr installment loans. The average bank

card transaction is only $50.00. Multiply that small loan
amount by millions of transactions — thie average card
custorner uses a card 30 times.a- -vear — many emplovecs,
compIC\ natmna] and iiiié?ﬁﬁfi()iiai computer hook- -ups & and

the credit card service is a very L\pexm\'e service to operate.

In fact; admxmxtranve costs can accotiit for more than
half of the rate charged on bank credit cards. By comparison,
only a little more than 10% of the average mortgage rate can
bc- 'att'ribut'c'd t'o' ndminiq’rmive 'c'(is’tq'

Impaci Card Operaﬁons

Some consumer advocates claim that card rates in thie 1

(3() to
18‘ % range allow Béﬁké a ]arge proht qpread ‘They say that
mtc.\ .\lmuld folloiw. Thxx is also maccurate became the coxt of
funds is Just one of several major costs that have an inipdct on
credit card operations. .

__Consider the costs that gointo thc average bank card rate
of 1’7‘,‘6 to 18'%:. 79 can be attributed 10 the cost of funds; up to
5% to adrhxmqtrmxvc costs including fraud. (f'r'a'ud alone cost

banks more than $200 million last year); 39 to the bank cast of
“float”(the banking industry incurs an averagc of' $10.7 billion
a dav.in float o its credit cardq; alid up to 34 to credit losses.

Add these mé,ether and vou corrie np wnh an 18‘,’0 or hlghc

wnlmucd on p.lgo 6 3
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Bank Ci‘éiiii Cards: Defying

Elgié Holstein, Bi?éifé?

Bankcard Holders of America

Credit cards are the single most profitable arca of banking

today. This fict surprises many consumers who are unaware

of the scale of thc credit card busiiiess — or-thie interest-rdtes

b‘mlo chm‘gc ()n thcxr cards With the national av erage tor
""" at 18.4%. prcssurc Is. mounting

nztiofn ldcrf()l i Cd}) oii stich clarges, in order to give

consuners a “fair deal”

Today, credit cards are no longer a luxury for the r 1(h but
ity for the millions of cor.sumers who have grown

n" ¢ (I nece

to dcpcnd on them-as dan alternative prviient mechianisi:.
Consumers use credit cards to purchase clothing; pav for
mueals, reserve hotel rooms, purchase theatre tickets and pay

car nmmtcmmcc

for emergency Rcccm statistics show that
70% of all co1 edit card,; with over
186 million cards in CH‘CU]d(lOn ndtmn\vxde

Bank Profits High From Credit Cards

Yet despite the size of the credit card market; credit card
mtcrest mteq have detfied the laws of economic gravity. In the
rs; the interest rate for every other tipe of loin has
fallen dramdncal]v For cmiiif)ic, in 1981 the prime rate rose
above 20%: today it stands at 7.75%. Home mortgage rates hit
17% in 1981, todm' they average about 10%. What - has
h’ippmcd to credit card rates over tlie same pcrmd of hme’
Thev have actually risen; from an dveraqc of 17:8% in 1981 to
ncarl\' 18.5% todd_v, With the banks paying approximately 6%
{or the money th"cv lend 'o'm iti 'c'rc'dii 'cii'rd h'o'l'd'ei"* f(ir 'o\"cr 18‘,’6.

$25 for a standard card and the merchant pav< to thc card
issuer a percentage of the purchase price every time_the

over-the- Ixrxrnrlrtﬁtcm. tmnsdctmn Lh‘ngc and shortened or
climinated interest-tree “@race perfods” on rievw piircliases,

How can the banks continue to get away with this highway
i()l)bg' Unlike other tvpes ot lending, the banks compete for
eredit card custoitiers ot o -the-basis ot interest rates and
fees, but rather by offerin g pl‘esthe. book-of-the-month club
memberships, travel insurance. rebates, ~redit_card registra-
tion and other so-called card * 'nlmncunuzt.s”. Most credit
card d(h ertisi ( ] “pre-ap-

idrketed:
7 ceive weekly in
thcn nml]b()\cs—— hidesin tm\'pnnt thet truc costs of the cards.
Oﬂcn tlns \’1td] mt()l nuition is not mcnh()ncd at ;l“ mdl\mq it

bcst Ldrd dcdl

Some Banks Have Dropped Rates

There are ban atoy cntl\' miaking profits at iiiterest rates far
below the national ;lvcmgc of 18:4%: In Connecticut; which
imposed a 15% legal ceiling on credit card interest rates last
year,.a “rate ivar” broke ot among the banks before the
Governor even sm;m-d the bill. Moreover; none of the- glooii-
and-doom predictions of the banking lobbyists in Cohhécncm
lids come true. Credit has not dried up, banks have not moved
out of the state and bdnl\.\ are certainly not losing mones.

Although there are examples of banks charging lower

rates; most of the good deals are available from smaller local
bdn]\b that do not advertise widelv. If small banks in
Connecticut dnd elsewhere can- chargc air rates, why don'’t

the large moneyv center banks even come close? The ldrgc- card
issuers d()mmatc the market with their multi-billion dollar
credit card portiolios and have refused for six consccutive
vears to lower thiir rates, even as other -interest rates. have

fallen. Theyv. continue to mass market cards thmncf,hom the
country, and although they have the lowest processing costs;
(e\perxa agree that thc large card operations enjov lower per-

unit administrative cosm), they Chargc thie miost and disclose
the least information in their advcrnsmg,
A f'e\\' states — Connccncut /‘rk’msas, 'I‘c.\a and W']sh-

chars.f,e for théu' credn card< Othc’rs have cnactcd rcqqxre-
mentq f'or fu]l and prommcnt dxsc]omrc of all interest rates

Aliernai:wes ,
One com},‘ omise approach wouid be to 1mpose a “ﬁoatuzg’

consumer uses the card. Iricreasingly; tliere are also late fees, - ceiling on credit card interest rates. 1ied to some other index

4
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Reality vs. Rhetoric
Tracy Mullin, Senior Vice President, Government
Affairs, National Retail Merchants Association

rates are “too high™ and that legislative action should be taken
to_lower. them. Retailers disagree. Advocates of rate caps
overlook a number of important points about the cost of eredit
extended by retailers. as well as about the revenue generated
by retailers’ credit plans, , , o
The retail industre  throughiout - the ndation is highly
competitive in terms of the goods and services it offe
including offering eredit plans which are attractive to con-
sumniers. Recerit rate rediictions prove that there is competition
in the credit marketplace and support our view thiat legisla-
tion is unnecessary, Federal law should continue to rely upon

S,

manner i which competing credit card plans operate can be
understood and compared:. Each state’s laws contain exten-

limiit the ways and circumstances in which merchants mayv
assess tinance and Gther chidrges?- (2) ehsire that consuniers
are tre
ensure that_consumers are able to make an informed choice
aniotig thieir various credit options. There 8 to need for
Congress to intervene and set a national price for credit.
Revenues From Retail Credit €Cards Are
Reasonable

Proponents of restrictive rate ceilings argue that credit. card |

Issuers are reaping excessive profits. To the contrary. It can be
documiented that revenues from retailers” credit card plans
are reasoneible in relation to thie.costs-of operating the plans,

Retailers’ finance. charge rates cannot properly be evilu-

ated by focusing on the primme rate or other short-term cost of’

borrowing is a mix of long-term and short-terim debt.

Morcover, the cost of funds typically represents 50% or less of

the cost of operating a refail -credit card program. The
remaitiinig costs consist of administrative expenses such as
wages, postage, equipment; etc:; which continue to increase,
and losses due to bad debt. It is also important to remember
that retailers effective rates are well below the romiinal
Annual Percentage Rate that is disclosed. Chis is becatise a
substantial portion of retail customers pay their bill in full
cach month. resulting in no finance charge revenue on such
accounts. S ,

A recent stucy prepared by Toviclie Ross & Co. confirms

the results of numerous previous studies that competition has
Kept retailers’ credit card rates in line with costs. The data
fromi thiese stuidiesdocuideiits that retailers coiiiintie to extend
credit as a marketing tool, but that competitive pressures.do
not permit most retailers to generate enough finance charge
revenue to cover the full cost of providing this service.
Credit Rate Caps Are Nout Bexneficial To

Consumers 7
Proponients of restrictive rate ceilings argue that consumers

6
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ated fairly and (3) in combination with federal lavy,

will be benefitted by reducing their expenses and helping
manage their debt, On the contrarw rate ceilings. do not.
benetit consumers beeause thev restrict the availabilite of
credit and may result in cash customers having to subsidize
credit used by others

Historically; retail creditors hive miade credit available toa

wide segment of the consumer spectrum. For many, particu-
larly the young, the elderly and those on low or fixad incomes,
the retail credit card is the Ginly mieans at thieir disposal o
make discretionary purchases; as well as to buy goods. aind
services that are es

ential to mamtain an adequate standard of

accounts to oty the miost creditworthy consumers, thus

denying many of the people who need and want it most the
opportunity (o quality for retail credit. g
" Rate restrictions would also increase and misallocats cests

i1 other ways: Somme retailers miglit eliminate-tie betictit of a

grace period that many consumers have come

od that many consumers have come to expect.
Restricting finance charge revenue also could force retailers to
recoup -their - Tosses by raising cashi prices. I that ivai
customers who pay in cash would subsidize tlie cost of
providing credit services not. used by them. Increases in
m

on retail prices._ _
eoitinned of page 7 5




Schumer (()utuluz'([ from page 2

Slmmon\ Bank: and thc ' v n gure that b\' xmkxm, \\nll
the big namc thev are ‘nmdmz, \()mc risk:

How €onsumers And Congress will Crack
The Credit Card Market

If the diagnosis is eredit card fiction. the cure is casy enough to
prese rlbc credit card facts, Give American consumers all the
important eredit card information — before they sigin up for i
card — and thev can compare and saves they can do winat they
must m maRc the market \\mk

Thc lc

thc mcdm. t()r local reasons: pmd a great deai of attention to
!hc l)‘lnkmrd Law In C()nnccm ut t()r L-\amplc ]()cal nc\\'x-

mm- lcrflxlamre over a pmp()wd mp on chdn mrd Anterest

rates. The ¢ cap eventuall beeame law, but because consumers
]md bcu)mc sensitive t() \’dr‘hl(l()n\ in mtcrc\l m(c\ thc dcbatc

tlwn rates below the 15% celhn a, some as far down as 11"}.
House Resolution 515, “Thp Full Credit Card Cost Di
l"f@zﬂ;;;@grl.' )\I)lf‘ll I mtmduc d m ]anuarlv \\'()uld {,1\'0

for uxmq the card: (’nrrem law requires dxscl()surc‘ but n()t
until after the consumer receives a card.

It's & free market approach. based on iiic premise that the
credit card midirket can respond to constmer desires onice

U

consumers are armed with basic information: The bill
passsed the House last year, and zilthough the Republican
Senate u.,norcd it, \\'1t11 this vear’s Democratic majority,
disclosure legislation bcu)mc an odds-on favorite. for pis-
sage. And consumers will bring fairness to the credit card
miarket.

Craft continued from pi

charge(l that muke thc card a viable or \\'orth\\']n]e pr()duct
for banks. My point is that che bank card is hdrdi\' the money-
maker some claim it to bc

B‘ink car
type:
shows (hd( thc net ay cras;c proht (it banl\ c‘lrd\ trnm 19
@]):r()u«fh 19&1 was on]\' 1 68‘,’0 of' balance ()utxmndmsf, bcfme
taxe: .

f'cd' ral leg,lsldtor\ hd\ ¢ ccognmcd thiat such pncc cuntrol\ are
unnecessary in @ competitive market that isears 15,000 credit
card 1>sucr> Thexe pe()plc al\o remc d that gove:nment-
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(110 nmx kc

il)l\ is not accurat
T — Sears —not a bank:

”71().\(‘ \\11(1 claiin credit card caps \\()u]d help consumers
ve been proven twrotig bv listons ies aild experience
thatwhen banks are told how to price their baik
L.ud pmduu\. the cost of administrating the I)mtfmm\ are
n()t niet. Bdnl\b al nd()n the business duc to the burdens
1848, which has one of
the l()\\ cxl government-imposed credit card caps; onl\' three
of the more than 260 banks still have a eredit card program —
and oie of thisse thive lias petitioned to take its credit L;ll(i
pl()tfmin out of state: S(-pdi ate studies done biv the the Federil
Reserve and Lexecon, Ine conomics &.)nsulllnq firmm;

xeeon, Ine.., an ¢
tounid that credit card caps would have a negative impact on
CONSUTIOTS hcum\c banKks swould bie foreed to inereadse anntal
fees, reduce or climinate ¢ grace peri I(rd\ and restriet credit in
order to compensate for artiticial price controls.

In addition. to card rate igsues, some people sav ban}\\
don't provide the pubh( with iifformation on baik e d\ uiitil
after they use them. This is simply not the case: The Consumer
Credit Protection Act of 1969 mandates the disclosure of
mtormanon at the tinie-aiyv credit is madc aunlablc Thc
American Bankers Associztion (ABA) ht
mitted to meaningtul _disclosure. In fact, thc association
waged a hationivide_yoluntary ¢ffort campaign to its 13,000
member banks in 19850 encouraging them o adhcrc to
effective disclosure policies: Ifadditional (h\(‘]()\lll e h-!;
is proposed in 1987, the ABA will take efforts to ensure that all
financial institutions. not just banks, are affecied, so consum-
crs will have the most equitable foundation on w hichi to biase

thcxr crcdn card dcu\l()n

'mmblc px ice. I’c()p]c who
dcudc t() use bdnl\ mrd\ \lmuid realize ‘that eredit-is 4

privilege, not an automatic right. As with any prl\'xleqe. or
valued service — whethier legal advice or a meal in a fine
restaurant — it will be priced fairli] dceording to market

demand. ()l H \\()nt \Ur\’l\’(‘

Holstein contmucd from |  page 4

of rates in the economy, such as Trcasurv blll<, trhe ccxlmg
would ensure that credit card rates moved up and down tvith

7
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the free credit market. When the banks’ costs of funds go up;
thev would be able to raise rates. When those costs drop, as
thev have for the last several vears consuniers would benetit

from lower charges. Unt()rtundtelv the banks continue to
i"cj'c'ci ihii‘j}iii"klbhl"'mmpromx\e In fact in xomexmtes the\'

clmr(fe

Fed up with six vears of the credit card rip-off; consumers
are calling for state and federal caps on credit card interest
rates. They are also demanding. new requiremerits for fair
adver usme; so they can begin to compare competing card
()ﬂcrs on the ba is of’hndncml tex ms. not tra\'c] ‘lnd cntermm-

billion d()”ars p(-r vear in excess
ignite the competmve spmt the card L;

Since the b
respotisive to. clmnqu in the econpmiy oit a v()]untelrv bdblb,
legislation seems to be the only alternative for protecting
consunmzrs. from unreasonably lngﬂ) mterest rites on credit
cards. While legislation is no one’s first choice as the best way
to bring. dowi high credit card interest rates; wvithout- a
ler_,u;lam'e mandate banks will continue to hold up consumers
with outrageously high interest rates.

Ti the meantime, consurmers f‘aced wnh lngh crc-dlt caru
costs should “fight back” by: _switching to 1'0\'\"'er-rate credit
cards; retmancme; their existing
c\:amplc, bv using a_ low-rate LFL‘dI( card cash advance to
pav off lngh-rate balances) and ]emng thexr clected Ufhcmlb

consumer protestion, fair credit card charqeq \vxll only éome
about if individual citizens fight to protect their right to a “fair
decl”,

Q
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Mullm wntmued from page 5

Rét;iii ma;i Céiiii Plans

I’mponents ()t restrictive rite C(-llmg« danc (hd( soltie bankx
have lowered credit rates, but retailers have b en unrespon-
sive. In fact, retailers’ eard plans are dlhtxngumhdl)lc from
bank card plans:

There are fundamental dlﬂ(-rcnc(-s in costs and revenues
under bank card plans as compared with retail plans. On the
eost side; bank card accounts generally juivolve niuch larger
balances than do retail accounts (the tvpical. retail accotinit
averages between $185-5285, while bank card  aceounts
Ucncrallv are in thc 88()0 mn“e) I‘hm. as\umm«f that account

tend to

M()rc()\'cr. banks borrow at more
t(n()j";fib'l'c i‘lii(’b than do retailers. ) ]

Thiere are signiticaiit. differeiices oni thie reventie- side s
well. Unlike retailers; which typically obtai all of their credit
card revene from finance charges (total annual revenue of
dbeiiil- 825- $30 per retail account is tvplcdl) most banks leww
w1 annoal fee for 1ssumq the card: In addition, banks obtain
revenue_from the merchant discount; which ranges from 29
to 6% »f each sale. This comparison should not be interpreted
as criticizm of Bank cards: All ereditors must find means to
(fcncx ‘ate revenues to cover the costs which are appropriate to
thclr respective operations. C()mpctm()n dm()m1 credit (’r:mt—
ors, i a eredit marketplace requiring fair practices 4nd full
disclosure; will maximize consuiner benefits and  avoid
economic distortions.

All things considered, therefore: the retailers’ credit card

plaini is an excellent valie which operates best for consuniers
whien it is not subjected to artiticial governient - restraint.
Lowering rate ceilings mayv sound attractive; and represent a
politically appealing issue to some legislaters, but it is
unsound policw.

Credit is a servic e like ’mv other, and the ierchant should
be permitted to price that service so that it will be available to
those who want it, and so that it will be paid for only by those
who use it
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Tear Off Coupou — At Home With Consurners

We arc updating our mailing list and would appreciate vour holp.
Please return the attachicd coupon to the Direct Selling Education
Foundation, 1776 K Strcet, N.W,. Washington, D.C. 20006, if vou WISH

TO HAVE YOUR NAME REMOVED FROM THE AT HOME WITH

CONSUMERS MAILING LIST.
RETURN TO: Direct Selling Education Foundation e
1776 K Street; N.W.; Suite 600; Washington: D:C. 20006

Please remove my name from the AT HOME WITH CONSUMERS mailing list.

NAME ——— = = o

ORGANIZATION _ -

ADDRESS 2 ... -

CItyY . CSTATE .

AT HOME WITH CONSUMERS is published quarterly  serve the interest of the direct selling industry: The DSEF

for consumer and business leaders, government offi-  supports the highest levels of marketplace ethics; con-

cials and educators by the Direct Selling Education  sumer kiiowledge and customer satisfaction.

Foundation. The DSEF is a Washington; D.C. not-for-  The Foundation runs consumier and acadeniic pro-
profit public educational organization. It is tax-exempt  grams; provides technical support to consumer organi-
and contributions to it are tax-deductible: o zations; supports speakers; research and case studies for
The objective of the Foundation is to serve, through its  uiiiversity marketing professors; distributes ronsumer
educational; informational and research activities; the  information literature in English and Spanish; aid

public interest in the marketplace; and; thereby;, to  maintains a library in Washington: 7
©1987 Direct Selling Edueation Foindatoi: Quiotes from aid reprints of
articles periititted with Gitribiition to author dnd ihe Dirvet Selling Edica
tioh Fotnidation. e

EETTERS TG THE EDITOR

Comiitients from -readers are welcome. Please vrite Marlene
W Fatterman; Exccutive Director, Direet Selling Erucation
Foundation. 1776 X Street, N.W., Washington, D:C: 20006
Leiters will be answered as time permits,
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